Purpose: This study explores a case on St. Martin's Island-Bangladesh, an international tourism destination and analyzes the strategic positioning perspective based on research/case questions followed by some suggestions to execute the strategic positioning to improve the tourism destination in the south Asian regions. Design/methodology/approach: This study conducts questionnaire (developed by 5-Point Likert Scale) sample survey on 32 international tourists from different countries of South Asia, South East Asia, Central Asia and African zones of the world. Some approaches and strategic management models like External Factor Analysis Summary (EFAS Table) and Strategic Factor Analysis Summary (SFAS) Matrix, PEST analysis framework, Porter's Five Forces Model, Positioning Triangle model have been used. Online data sources like google and google scholar database, Banglapedia and Wikipedia have also been used. Findings: This study finds that St. Martin's Island-Bangladesh is a tourism destination at lower traveling cost and this is the best destination for honeymoon in the blue sea water in the location of third world country like Bangladesh. The slogan is "Drive to the destination (D2D) with heavenly experience," and the mission of this tourism destination is "to enjoy relaxed marine life at lower traveling cost socially and naturally." Research limitations/implications: The study suffers from smaller sample size from the fewer number of countries. Social implications: This study motivates local people to learn about how to render tourism services as tour guides. Originality/value: The findings and some general recommendations have implications for the researchers in strategy analysis and the top position holders and decision makers as practitioners in the tourism sector.
INTRODUCTION
An understanding of how to attract tourists and how to position in their mind effectively has become an important topic for both academicians and practitioners in the recent years. The organizations in tourism sector are realizing the expectations of tourists, and they are subsequently adapting customer offerings including honeymoon tour packages and communications strategy accordingly.
Thus, organizations are, in essence, moving away from traditional marketing towards a customer centric approach. The objective of this study is to investigate the factors determining the strategic positioning or perspective for an international tourism destination like St. Martin's Island-Bangladesh. Tourism means sightseeing the natural beauty of the world and tourism services consist of travel, hotels, transportation, and all (2009) and Nafi and Ahmed (2017) are probably the first researchers who studied the case of St. Martin's Island of Bangladesh. Hasan (2009) examined the short-term explanation of St. Martin's Island of Bangladesh, present position of flora and fauna in the island, impact of tourism on the island, adaptation of the tourism into biodiversity and this study identified that there is not much data or information on the present status of corals and related to flora and fauna in St. Martin's island. The controlling and conservation activities are not followed properly, where users of the island still unsystematically utilize the natural resources. The destruction of habitation and overexploitation of these resources have resulted in reducing the biodiversity as well as degradation of coastal and island ecosystems. In the second study, Nafi and Ahmed (2017) focused on sustainable tourism in St. Martin's Island-Bangladesh knowing the perception and awareness level of young tourists (sample size 150 tourists) and they found that respondents have positive perception towards economic viability of tourism in St. Martin Island and they argued that proper coordination among the stakeholders is necessary for the development of sustainable tourism on St. Martin's Island of Bangladesh. To the best of knowledge of author of this research, no other similar research on strategic perspective on an international tourism destination, specifically on St. Martin's Island-Bangladesh has been reported in Bangladesh or in other countries. But some researchers studied in general on attractive tourism services, competitive strategy, repositioning strategies, and generic strategies.
To fill the gaps, the present study explores strategic positioning or perspective for an international tourism destination like St. Martin's Island-Bangladesh which provides great insights for marketers of tour companies in Asian countries and other interested countries.
Every international tourism destination must satisfy the expectations of tourists by offering the attractive tourism services. The development of an associated set of indicators will allow identification of the relative strengths and weaknesses of tourism destinations (Yahya, D. K. & Narimawati, U., 2016). The concept of competitiveness has been largely accepted across all industries and countries since Porter published "Competitive Strategy" in 1980 (Fulad & Kume, 2013) . Competitiveness is required for nations, industries and company level to increase the knowledge and understanding of competitiveness (Moon, Rugman, & Verbeke, 1998) . Ibrahim & Gill, (2005) argued about the development of the tourism destination's repositioning strategies related to recreational, culture and eco-tourism. Diaz and Rodriguez, (2007) focused on the tourism supply chain management which specifies the principal attributes determining destination competitiveness.
The value chain of each company and each supplier in tourist destination, represent the part of a greater activities chain, which is called "value system of tourist destination", including the chains of a numerous suppliers, distributors and clients (Cerovic & Batic, 2008) . Strategic positioning triangle could test the capability of the organization, status of rarity against rivals, and values for customers and overall could determine sustainable competitiveness of the business (Deng Di, 2017 ). Porter's generic strategies consists of overall cost leadership strategy uses the concept of similar price, but lower price, differentiation strategy uses the concept of high price, but different things, focusing + overall cost leadership and focusing + differentiation strategies use the concept of focusing on a small market to avoid competition (David, 2011) .
Significance of the Research
A story about international tourism destination has become an important theme for social and cultural people in the recent years. The tourism institutions specifically private tour companies are realizing that they should have distinctive story about tourism spot to learn the nature of world globally. As the researcher has more than ten years' experiences in teaching and research and recently has been pursuing his second master's degree in Guangzhou city of China, it is common to raise in his mind a research question related to which tourism destination would attract the international tourists' mind and for which strategic positioning perspective. The author of this research also observed the academic value of literature related to competitiveness and attractiveness of tourism destination by studying the different courses in his Master's program at South China University of Technology, specifically the course of corporate development strategy. Actually the author was unable to find out the exact literature related to such type of case study except some concepts and terms of tourism, strategic positioning, tourism development, tourism attractiveness and competitiveness and some strategic management concepts, models for conducting strategic analysis. Based on the literature gaps explained in earlier section of this paper and research questions, it is high time and justified to write a practical case on tourism destination like St. Martin's Island-Bangladesh and to analyze the case for the sake of sharing new knowledge and giving suggestions to develop tourism sector in Asian countries. Therefore, as this is real case study, it has more significance and relevancy to produce knowledge for all concerned all over the world. Huge number of species like multicolor fishes, coral associated fishes, crab, mammals, birds, corals and sea turtles etc. are found around the island and they are threatened due to tourism, fishing and other man made factors (Hasan, 2009) . From last decade, St. Martin's Island has become a great tourist attraction spot in Bangladesh. Recently, it has turned as a fast economic growing spot due to tourism business. Therefore, government and local authority have already adopted some policies and plans in order to limit its negative environmental impacts (Nafi and Ahmed, 2017 The only coral Island of the country that started forming at least since the last maximum cold age-about 40,000 years ago (Banglapedia, 2015) . Most of the people at this Island are not well educated; but they are very much hospitable and nice in nature. St. Martin's Island is full of natural resources which enhance the experiences among the tourists about the beauty of nature (Aouwal, 2016  Marine life-the adjacent small island Cheradip is very attractive for rich marine life shells, and corals.  Safety-The authority deploys law enforcing agencies at sea beaches  Culture-local people tradition and heritage sites  Landscape-crystal clean water with rich biodiversity and unpolluted nature, beach, sea, greenery  Weather-seasonal tourism services, temperature is reasonable, air quality is good.
Research

METHODOLOGY OF THE STUDY
This study used four steps' strategic analysis to formulate and communicate a strategic positioning of St. Martin's Island-Bangladesh among the international tourists. The first step is to analyze the environment focusing on the competitors by using PEST analysis framework and Porter's five forces model; the second one is to find out a strategic position (perspective); and the next step is to provide concrete proofs supporting this strategic position; and the final step is to apply a positioning triangle to testify the positioning and finally to give some suggestions to execute and communicate this strategic positioning with the international tourists repeatedly. To evaluate the data from case analysis, the study used some approaches like External Factor Analysis Summary (EFAS Table) .
The researcher used judgmental convenience sampling technique. "Judgmental sampling is a form of convenience sampling in which the population elements are selected based on the judgment of the researchers" (Islam, 2011) . From the judgment of the researcher, a convenience sample size is 32 respondents from international students those who are the classmates of the researcher in his MBA program-2016-2017 at the South China University of Technology and those who came from different developing countries of South Asia, South East Asia, Central Asia and Africa zones of the world.
This study also used Strategic Factor Analysis Summary (SFAS) Matrix to determine the best strategy from the different strategic factors related to attributes of the tourism destination. Tis study used questionnaire sample survey to collect primary data. This questionnaire comprises 11 features of tourism destination; this study used 5-Point Likert Scale to measure the responses of international tourists about the features. Very positive opinion with the statement rated the feature with a point of 5 while very negative attitude with the statement rated such with 1 point. 
ANALYSIS AND FINDINGS
Analysis of the environment, focusing on the competitors using the PEST analysis framework PEST analysis framework examines political, economic, socio-cultural, and technological factors (Wheelen & Hunger, 2012) . This study uses External Factor Analysis Summary (EFAS Table) to partially determine the relatively significant factor/force for finding the strategic positioning among the tourists of St. Martin's IslandBangladesh as all the forces and factors are not equally essential as specified in Table 1 . Source: Case data analysis and author's view
As the total weighted score is 3.80, this international tourist destination is responding these current external factors and the total weighted score for an average undertaking in an industry is always 3.0. After all, we are now totally positive to promote the St. Martin IslandBangladesh as an international tourist destination. This summary shows only one critical success factor which carries highest weighted perceived value point rated that is to win the tourist's mind.
Analysis of Five Forces Model raised by Michael Porter
Porter's Five-Forces Model of competitive analysis is a widely used approach for developing strategies in many industries. This model examines the forces from new entrants, bargaining power of suppliers, bargaining power of buyers, substitute products or services, and also from rivalry among existing competitors (David, 2011 Table) to partially determine the relatively important factor/force for finding the strategic positioning among the tourists of St. Martin Island-Bangladesh as the forces and factors are not equally important. The table-2 shows the details of analysis followed by findings below the Table 2 .
As the total weighted score is 3.95, the international tourism destination is responding these current external factors from industry analysis and the total weighted score for an average undertaking in an industry is always 3.0. After all, we are now totally positive to promote the St. Martin Island-Bangladesh as an international tourism destination. This summary shows only one critical success factor which carries highest weighted perceived value point rated that is to win the tourist's mind by providing tourism services in a sea at lower traveling cost.
In the context of value chain model, this study focuses on tourist's perceived value on lower traveling cost with other facilities, activities and entertainment. The abovediscussed forces from PEST analysis and Five Forces model, this study simplified into One Critical Success Factor Model that focuses on Tourist's Mind, a real competitor. Actually, international tourism destinations are competing with their competitors in their tourists' mind.
Strategic Positioning Determination through Strategic Factor Analysis on Tourists' View
Based on the above analysis, this study uses different general attributes of tourism destination which could create perceived value among the international tourists' mind and which are regarded as strategic factors to determine the best strategic positioning or perspective. This study conducted a questionnaire sample survey on 32 international tourists from more than ten countries of South Asia, South East Asia, Central Asia and Africa. The perceived value depends on the various attributes of St. Martin's Island which are identified at the case description section of this paper. This study uses that attributes as the contents of questionnaire and the table-3 shows the result of the questionnaire data analysis. Source: Case data analysis and author's view
Measurement Techniques details
 List the strategic factors of tourism destination in Column  Determine individual rating score from 5.0 (highly important) to 1.0 (highly less important) based on the respondents' opinion on that factor by multiplying a number of respondents with value of rating category scale, and then calculate total rating score followed by average rating score in Colum 3-10.  Weight each factor measured by Formula: (Total rating score/sum of total rating score using % in Colum 11. The total weights must sum to 100%.  Multiply each factor's weight times its average rating score to obtain each factor's weighted score in Column 12.  Use Column 13 for ranking the strategic factors and this study also uses the last two rows of table-3 to rank the international competitive related tourist destinations by calculating average score and weighted score. Asian Business Review • Volume 7 •Number 1/2017 Source: Data analysis from sample survey
Results from questionnaire data analysis
The total weighted score for an average condition is always 3.0. If the total weighted score of the situation is more than 3:00, the condition is perfect and best fit. The international tourism destinations which carry higher average rating scores more than the total weighted score 3.52, would be regarded as the best destinations against the strategic tourism factors. By using the above-described measurement technique, the weighted score for St. Martin's Island-Bangladesh and for French-Dutch Island of Saint-Martin is 4.36 and 3.82 respectively which are more than 3.52. Therefore, among the five tourism destinations, the St. Martin's Island-Bangladesh is in the top position according to the views of the respondents of this study as presented in Figure 1 . The respondents gave views on eleven strategic factors as attributes of tourism destination and the factors such as traveling cost, facility, marine life, activities and entertainment carry highest average rating score measured from opinions of international tourists who are the respondents used in this study as presented in the table-3 and figure-2. According to Porter (1980)  Swimming, and scuba diving.  Exploring the rich marine life at the island.  Observing the lives of the fishermen and fishing activities on the Island  Relaxing by the beach with a sweet coconut.  The brilliant sunrise and colorful sunset have no match anywhere in the world. To enjoy the moonlit night sitting on any black stone alongside the beach. The moonlit night on the island provides an unearthly peaceful and majestic experience.  The adjacent small island Cheradip is very goodlooking for marine life shells, and corals; and 
Analysis for Polishing the Strategic Positioning
After testifying the positioning perspective, it is required to polish it to prove whether the perspective is decent, achievable, difficult or easy to imitate. Thorough analysis on this case, the author of this research identifies and uses various points on potential advantage to polish the strategic perspective as depicted in Table 4 . --0--
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